Introduction
In an increasingly pressurized world, many consumers seek a hedonic escape, be it in the form of a nostalgic return to better times and better places retroscapes (brown & Sherry, 2003) or an idealized place. Writers in the field of consumer behavior refer to consumers desire for an escape to an idealized social-servicescape (tombs & McColl-kennedy, 2003) or "third place" such as a regularly visited coffee shop (rosenbaum, 2006) in which they can have for a short period of time a place that is other than the usual experience. In this context, festivals and events also provide a hedonic escape for consumers. Indeed, Petrick and li (2006) note that the past few decades have established festivals and events as one of the fastest growing sectors in the world leisure industry. Growth in festivals in nonurban settings has led to a need for greater research into how such events may be managed and evaluated.
recently, Gibson and Stewart (2009) identified 2,856 regional festivals in just three Australian states, generating over $AUD10 billion in local economic activity. A key element in satisfying consumer demand for these regional festivals, and ensuring their sustainability, is the experiential setting in which these events are delivered. these "blended festivalscapes," incorporate the atmosphere of the general service encounter derived from a blend of built, natural, and staged components that together create a sense of communitas for consumers (Getz, 2007; lee, lee, lee, & babin, 2008; M. Morgan, 2008 M. Morgan, , turner, 1974 . In this context consumers may perceive the positive/approach aspects of "natural" environments to include man-made settings and staged authenticity, such as artificial lakes and gardens (Ulrich, 1993) . Australian self-image like that of many other countries is grounded in landscape related imagery. Americans have the folklore of the "West," the english have the romantic rural idyll, and Australians have the "bush" with its images of wild natural areas and bushrangers (robin hood style characters). "the meaning behind these images not only reflects the attitudes and political environment of the day, but also can influence potential tourists desires to visit the country" (beeton, 2004, p. 125) . According to the seminal work of Fullerton (1928) "All of Australia that is not city, town, or suburb, is loosely referred to as 'the bush' by most people. In its narrower and more correct meaning it . . . is used to mean the actual timber and scrub country" (p. 36).
this article investigates and further defines the concept of festivalscapes and ways in which the triple bottom line (tbl) framework can serve as a reference point in interpreting consumer perspectives about the overall festivalscape. Observations arising from the study which also include the perspectives of festival managers can contribute to further refinements of the tbl framework as it applies to festivals and in turn, the quest to optimize the sustainability of the holistic or blended festivalscape. In seeking to fulfill these aims, the research acknowledges and addresses bitner's observation (1992) that "managers continually plan, build, and change an organizations physical surroundings in an attempt to influence its patrons, without really knowing the impact of a specific design or atmospheric change on it users" (p. 57).
the role of Festivalscapes and "Scapes" Festivalscapes lee et al. (2008) have suggested that a "festivalscape" describes the general atmosphere experienced by festival patrons and related emotional responses that are tied to perceived festival quality, satisfaction, and loyalty responses. the festivalscape concept draws principally on bitner's (1992) seminal work on servicescapes. yet bitner's conceptual frame work that encompasses ambient conditions, special layout and signs, symbols and artifacts, fails to incorporate the people related elements of the "scape." lee et al. (2008) identified seven dimensions that may impact consumer satisfactionprogram content, staff service, facilities, food, souvenirs, convenience, and information availability. these dimensions underline the importance of intangible elements in shaping the hedonic experiences sought by festival-goers. A further omission from bitner's (1992) servicescapes, not addressed in lee and colleagues ' (2008) festivalscapes, is the natural environment, which is a vital part of the total scape in many festival contexts. to pave the way for a more comprehensive model of festivalscapes, this article explores a number of perspectives, including the interface of people with scapes, the impact of atmospherics, and the endowment of meaning on physical scapes to create a sense of place. Ultimately, the authors examine consumer perspectives of two case festivals through the lens of a tbl servicescape and ways in which the festivals involved account for social, environmental, and economic dimensions.
Scapes and People
According to the seminal work of Aldrich (1966) the term scape derives from landscape and refers to a specific view of scenery. however, over time scape has become a common ending attached to many words other than land. Accordingly, scape today can be seen as a framework within which a scene can be viewed and the populated scape is increasingly relevant.
During the 1970s, work began in earnest on exploring the interactions between people and environment with social researchers such as bennett and bennett (1970) asserting that "all social interaction is affected by the physical container in which it occurs" (p. 22). Mehrabian and russell (1974) . who focused on environmental stimuli and resulting impacts on consumers, established the wellsupported (Donovan & rossiter, 1982; ezeh & harris, 2007; newman, 2007; Parasuraman, Zeithaml, & berry, 1985) Stimulus-Organism-response the blenDeD FeStIVAlSCAPe AnD ItS SUStAInAbIlIty 345 model (SOr) in which environmental stimuli lead to emotional states that in turn produce an approach/ avoidance response. Ulrich (1983 Ulrich ( , 1986 suggests that affective responses, such as aesthetic preference, directly impact on a landscape observer's thoughts, conscious experience, and behavior. Ulrich (1993) further proposes humankind has evolved to have "various responses-both positive/approach (biophilic) responses and negative/avoidance (biophobic) responses-to certain natural stimuli and configurations" (p. 75). blended festivalscapes can therefore be seen as having a critical impact on festival consumers and ultimately, their purchase and repurchase intentions.
Service Encounter Atmospherics
While earlier research concentrated on the social aspects of "people-environment" relationships, kotler (1973) introduced a marketing viewpoint, identifying how service encounter atmospherics can be created through the manipulation of environmental cues. kotler's Atmospherics, with its framework of visual, aural, olfactory, and visual staged environmental impacts, effectively set the scene for later research by belk (1975), Shostack (1977) , and the seminal work of bitner (1992). kotler's (1973) framework encompassed ambient conditions, special layout and signs, symbols, and artifacts, but it failed to incorporate the nontangible people related elements of the scape or the fixed parts of the natural environment. this initial work on closed "laboratory style" service environments, where all elements are controllable, became a primary research context. While various components of the physical environment are said to jointly affect individuals' behaviors and responses (holahan, 1982) , most studies have concentrated on single or restricted servicescape cues, such as music or color (lin, 2004; Mattila & enz, 2002) rather than a holistic approach to the service environment. In effect, a compromise on the boundaries of scope has been evident among researchers (e.g., Wakefield & blodgett, 1996) who have limited their framework to servicescape elements that are more directly within managerial control. this constrained research focus tends to narrow our understanding of the total impact of the blended festivalscape in which natural and built dimensions coexist and impact upon festival consumers.
Blended Servicescapes (Natural and Built) there has been a paucity of research addressing the holistic or blended servicescape. examples of relevant research include Arnould and Price (1993) who investigated the relationship of commercial activities to a natural riverscape setting, and Clarke and Schmidt (1995) who focused on natural and artificial service encounters at an historical property in a national park. Arnould and colleagues (1998) and Curtin (2010) also examined communicative staging of commercial activities in a wilderness setting while Slatten and colleagues (2009) investigated the importance of design and ambience in the hedonic servicescape of a Winter Park in norway. Irrespective of the setting, the common thread in the research findings is encapsulated by Clarke and Schmidt's (1995) statement "where a service encounter coexists with an environmental encounter, there will be, in most cases, a symbiotic relationship between the two" (p. 161).
In general, blended servicescape research has been heavily influenced by earlier anthropological place researchers (relph, 1976; tuan, 1974, 1977) . these researchers produced a number of seminal works on the meaning of place and a person's sense of place. tuan (1974) and later relph (1976) addressed the affective (emotional) bond between people and place, drawing attention to different perspectives towards the same place among locals and visitors. Space is perceived as a simple geographic/physical reality. In order to become a place, we need to endow it with meaning through either direct or indirect experience. For most of us, place conjures up memories and emotions which can influence behavior (relph, 1976; tuan, 1977) . One such place is the winescape (Getz, 2000; McDonnell & hall, 2008; taylor & Shanka, 2002) in the wine tourism domain where both natural and built environments impact on consumers. here, the primary focus has been on the "cellar door" servicescape and its experiential components.
In retail settings, the different elements of internal and external scapes have each been viewed as influential (berman & evans,1995; Donnovan & rossiter, 1982) , furthering the atmospherics through physical evidence such as the condition and style of the store exterior, the general interior, lighting, point-of-purchase, and decorations. the move to include external components of the servicescape, such as constructed gardens and exterior signage, has also been widely accepted (berman & evans, 1995) . nonetheless, minimal research has incorporated the natural environment elements of the servicescape. kwortnik's (2008) article on cruise lines puts forward the concept of shipscapes, where the social and man-made environments of the ship blend with the natural environment of the ocean to create an overall positive cruise experience. however, in general, research of blended servicescapes that account for social, economic, and environmental realms are notably absent. thus, a contribution of this study is the comprehensive tbl evaluation or the creation of a holistic blended festivalscape as a measure of festival success.
Sustainability and the Triple Bottom Line (TBL)
Prior to considering the concept of sustainability within the festival context, it is valuable to reflect upon seminal interpretations of sustainability. the World Commission on environment and Development's report to the Un General Assembly, Our Common Future (World Commission on environment and Development, 1987) defined sustainable development as meeting ".the needs of the present without compromising the ability of future generations to meet their own needs" (para 1). this focus on needs rather than wants and desires, and on future rather than present generations, provides a challenge for modern capitalist societies with their systems of responsibility to shareholders. this concept of individuals and communities using their resources wisely in order to allow for future activities by subsequent generations is not a new concept. Many cultures have pursued sustainable practices, in areas such as food gathering and growing, in an effort to improve their chances of survival. In contrast, communities with an abundance of natural resources have tended to be more profligate in their management of those resources. therefore, historically, sustainable development can be seen to have been predominantly based on maximizing opportunities, based on accessible resources, rather than any real sense of environmental conservation. Cochrane (2009) illustrates this viewpoint with her statement that "one effect of the crystallization of a picturesque view of the countryside is that the landscape features evolved over the centuries as a practical response to farming or lifestyle needs, such as dry-stone walls or laid hedges, are now considered desirable for aesthetic reasons" (p. 71).
emerging from the study of social impacts just over a decade ago (elkington, 1997) the tbl evaluation is now a widely, but not universally (norman & MacDonald, 2004) , accepted evaluative framework among governments and corporations seeking to assess the balanced environmental, social, and economic outcomes of organizational activities. this heuristic framework relies on businesses acting in a responsible manner to ensure positive outcomes for the environment (Planet), society (People), and its own economic benefit (Profit) based on rational decision making processes (Milne, kearins, & Walton, 2006) . According to norman and MacDonald (2004) , tbl supporters believe that in a similar manner to the financial bottom line results of organizations that are accessible to stakeholders, they should also be able to access measured, reported, audited, and reported information on the sociocultural and environmental impacts of organizational activities. the methodologies for evaluating financial outcomes in the internal corporate environment are well established and an increasing body of knowledge regarding economic impact on the wider community is also present. however, "sustainability" as a modern concept has been increasingly focused on the environment and to a lesser extent the sociocultural bottom lines of business operations, where less widely agreed measures are to be found (hubbard, 2009; norman & MacDonald, 2004) .
In trying to address the growing call for "sustainable business practices," many companies are creating sustainability strategies and are attempting to set a "sustainability" agenda that is acceptable to the majority of stakeholders. An example is that of british Petroleum, who define sustainability (the antithesis of their Gulf of Mexico oil spill experience) as "the capacity to endure as a group: by renewing assets; creating and delivering better products and services that meet the evolving needs of society; attracting successive generations of employees; contributing to a sustainable environment; and retaining the trust and support of our customers, stakeholders, and communities in which they operate" (british Petroleum, 2010).
In the tourism arena, which includes festivals among its core attractors, researchers such as timothy (2000) perceive sustainable tourism to be a:
. . . forward looking form of tourism development and planning that promotes the longterm health of natural and cultural resources, so that they will be maintained as durable, permanent landscapes for generations to come. the concept also accepts that tourism development needs to be economically viable in the long term and must not contribute to the degradation of the sociocultural and natural environments. (p. 21).
As in the wider corporate world tourism industry questions on the interpretation of the concepts surrounding "sustainability" (Dredge & Whitford, 2010) and how "tbl" approaches can be actualized to support "sustainable practices" are to be found in the tourism literature where "everybody is calling for sustainable or 'environmentally and socially compatible' tourism, but whenever these demands crop up, it becomes apparent that everybody interprets the concepts differently" (Muller, 1994, p. 131) .
tbl has been increasingly used by researchers in the events field (Fredline, raybould, Jago, & Deery, 2005; Getz, 2009; hede, 2008; Jones, 2010; robertson, rogers, & leask, 2009; rogers & ryan, 2001; Sherwood, 2007; Small, 2007) to evaluate event impacts. According to Jones (2010) it is generally seen that achieving balanced positive outcomes in all spheres will mutually satisfy all stakeholders, while Getz (2009) supports the importance of examining the impacts of all stakeholders. It is unlikely that a "best of all possible worlds" scenario can ever be fully achieved, but many festival managements are striving to create sustainability policies and practices that reflect the tbl framework and meet their stakeholder's expectations. Considerable progress is yet to be made in the development of tools to rigorously apply tbl in ways that satisfy the quest for balance across people, planet, and profit perspectives. however, insights to the more complex perceptions and engagement of festival-goers with festivalscapes can contribute to refining the scaffold of elements included in future tbl planning and evaluation by festivals.
bonn and colleagues (2007) point out that for all the millions of dollars spent on renovation of servicescapes, there is limited research on consumer acknowledgement of the changes. If sustainable blended festivalscapes are to be created, consumers' perceptions of these scapes and how those perceptions impact on the three spheres of the tbl framework need to be more fully understood. this gap in research relating to consumer acknowledgement of changes to the blended festivalscape forms part of this research. In this article, consumer interpretations of blended festivalscapes are considered in the tbl context with a view to informing both sustainability planning for events (hede, 2008) and approaches to post festival evaluation. Clearly, the consumer interpretations of festivalscape and related perspectives of festival managers on the use of the tbl framework derived from this study may serve as a preface to later research to further refine festival specific tbl tools.
research Focus: blended Festivalscapes and tbl Goals Clarke and Schmidt (1995) suggested that service providers should strive to achieve congruence between natural and artificial encounters in order to generate a greater understanding of the interrelationship between the elements involved in what we have termed as the blended festivalscape. In a similar vein, Oakes (2006) states that "the special effect of landscape can only work, indeed, by spatialising the paradoxes of the tourist experience to specific places and spaces and imagined and real geographies" (p. 448). In contrast kim and Jamal (2007), in their study of a festival, concluded that "the cultural and built artifacts, including costumes, were important only to the extent that these props . . . facilitated authentic experiences for the serious tourist" (p. 197). these observations reinforce the need for research that explores festival-goers and their relationship to festival place. this study explores the potential value of the tbl framework of people, planet, and profit in creating consumer desirability and sustainability, in a blended festivalscapes context, from both consumer and management perspectives.
Given the importance of festival-goers' perceptions, the questions that are central to our study are: how do festival consumers and managers understand the nature and significance of the blended festivalscape" and how these perspectives can contribute to the further refinement of tbl as a planning tool?
research Method: A Case Study Approach Given the scarcity of research studies into festival servicescapes, in which none provided a holistic overview of a blended festivalscape with multiple dimensions, an exploratory qualitative study was chosen to clarify this phenomenon (Zikmund, 2003) . the method chosen to fulfill this theorybuilding research was the case study approach. As yin (1993, 1994) notes, qualitative research via a case methodology is appropriate when the phenomenon (e.g., a blended festivalscape) is difficult to define and it is necessary to examine the topic broadly in the first instance. two nonurban festivals were chosen as cases with an expectation of similar results for predictable reasons (literal replication) as well as some contrasting outcomes for predictable reasons (such as audience or nature of celebration) that provide for theoretical replication (yin, 1994) . this cross-case analysis enables the researcher to examine the contingency of their findings (Carson, Gilmore, Perry, & Gronhaug 2001) .
Within the cases, group engagement with the topic was seen to be most desirable to collect the qualitative data among attendees (Zikmund, 2003) . nominal/Delphi, natural field, and formal group field were inappropriate to satisfy the exploratory nature of this study, thus in-depth focus groups were selected (hair, bush, & Ortinau, 2003) . In particular, the loosely structured, interactive, free flowing, and flexible format of the focus group enables participants to discuss their beliefs, anxieties, convictions, and feelings through spontaneous expression and mutual engagement (Greenbaum, 1998) . the need to balance the scope of the research with project manageability was a key consideration leading to the decision to utilize a small scale convenience sample. Accordingly, two nonurban festivals were studied in close proximity to the research team, satisfying the aforementioned need for literal and theoretical replication (yin, 1994) . Supplementing the consumer focus groups in this study was a series of in-depth interviews with the festival managers to investigate the tbl concept and its use in creating and managing the blended festivalscape. the participants were considered to be expert in terms of their knowledge of the festival spaces being explored.
Research Context: Nonurban Festivals
the two nonurban festivals selected were the national Country Music Muster (Muster) and the Woodford Folk Festival (Woodford). Aspects of similarity or literal replication (yin, 1994) were observed in the choice of these festivals. both were readily identifiable as hedonic tourism attractions (hightower, brady, & baker, 2002) and could provide a depth and breadth of consumer motivations for engagement given their widespread appeal and size (bowen & Daniels, 2004; thrane, 2002) . however, key differences could also be observed (theoretical replication) in the cultural orientation of the audiences and the unique sense of place shaped by audiences in these festivalscapes. these two festivals on the fringe of major population centers in nonurban settings are now profiled.
the first case, the Woodford Folk Festival, an Australian regional festival that is held over a 6-day period each December/January, moved to its own property near the town of Woodford in Queensland, Australia, in 1994. the ownership of the property was sold to local government in early 2011, with arrangements for the festival to maintain management rights for the site on a 50-year renewable lease at a small fee. On the "Woodfordia" site, farmland is being progressively reclaimed as "environmental parkland." Woodford Folk Festival is a regional festival of music, arts, and performance managed by the not-for-profit Queensland Folk Federation (QFF) and it currently attracts approximately 130,000 attendees per year. the second case chosen for this study was the national Country Music Festival, an Australian regional festival that is held over a 6-day period each August. With approximately 40,000 tickets sold and 13 venues with accompanying shops, camping, and amenities, the Muster is located on more than 50 hectares of "bush" within the Amamoor Creek State Forest Park, 2 hours' drive north of brisbane, near the regional town of Gympie in Australia. the festival is managed by the not-for-profit Gympie Apex Club.
Once the two cases were chosen and necessary the blenDeD FeStIVAlSCAPe AnD ItS SUStAInAbIlIty 349 approvals obtained, a semistructured focus group proforma was prepared for implementation among festival attendees (Aaker, kumar, Day lawley, & Stewart, 2007; Creswell, 2003; Zikmund, 2003 Similarly, the in-depth interview proforma among festival managers was peer reviewed (N = 2).
Research Implementation
Phase 1: Management Interviews. In-depth interviews were firstly conducted with managers within the two festivals on two occasions. the indepth interview format consisted of open ended questions about the history of the festival, how to define the term "place," the development of the festival site, and the relationship of festival consumers to the site. these in-depth interviews were purpose designed to encourage the managers to reflect upon both the festivalscape and ways in which sustainability management and tbl measures were or could be applied. More specifically, managers were asked to describe the place in which the event happens, the integration of natural and built aspects of the festival, and the ways in which tbl was used in festival planning and reporting.
It should be noted that while tbl, both as a term and concept, was used with the in-depth interviews with festival managers who were familiar with this framework as an evaluative tool, it was not used with focus group participants, to avoid narrowing their prospective range of responses.
Phase 2: Festival-goer Focus Groups. Following the management interviews, a second phase of data collection involved focus groups with festival consumers. Participants were recruited from festival-goers and as such samples tend to generate productive discussions and rich data (D. l. Morgan, 1997) . timing of the focus groups was set in line with the availability of participants and the requirements of the festivals involved. As a result, different methods were employed for the focus groups at the two festivals-one during a festival and one after a festival. Decisions relating to timing and availability then resulted in the selection of a combination of geographic interview sites, these being a festival site (Woodford Folk Festival) and a home region of festival-goers (national Country Music Muster-nambour, 1 hour's drive from the festival site).
For the Woodford Folk Festival, four semistructured focus groups were scheduled at the festival site, one per day over a 4-day period, with a maximum of eight participants per focus group (Aaker et al., 2007) . the focus groups were held under a large shady tree to create a relaxed "festival-like" atmosphere near the middle of the festival site and were timed to minimize impact on the enjoyment of festival programs (Creswell, 2003; Zikmund, 2003) . Invitations to participate were posted on official festival notice boards throughout the site, attracting a total of 8 participants with a further 15 participants agreeing to contribute following a direct intercept approach to passersby, at the festival interview site, explaining the focus group purpose and inviting them to take part, during the 10 minutes prior to each focus group. the total number of participants was 23. While the size of this sample is limited relative to the overall festival population, it did reach theoretical saturation and fulfill its purpose of establishing a conceptual framework of themes for later investigation by the researchers. A priority of the researchers was not to overextend the willingness of festival-goers, as many had already participated in a larger generic festival survey. All focus groups were of no more than 1 hour's duration.
For the national Country Music Muster, one semistructured focus group was scheduled 3 months after the event in nambour, a township that is approximately 1 hour's drive from the festival site, and a region which had a large number of festivalgoers voluntarily listed on the "Muster newsletter" email database of the festival management. the fo-cus group was held in an arts café in a known country music centre to create a relaxed "festival-like" atmosphere (Creswell, 2003; Zikmund, 2003) . Invitations to participate were emailed to past attendees from the nambour region by the Muster management utilizing their newsletter database. A total of 8 positive responses were received however only 5 participants (n = 5) were present at the arranged time. Although small in number, this group was particularly well informed or "expert" in their knowledge of the festival, and provided a very rich depth of perspectives in a focus group of somewhat longer duration (approximately 1.5 hours). the willingness of the 5 focus group participants to engage in a lively discussion supports Fern's (1982) proposition that "if the task is to learn more about consumers' experiences in using products then size (of the focus group) may not be a critical factor" (p. 449). this is further supported by Onweuegbuzie, Dickinson, leech and Zoran's (2009) review of the literature on focus groups where they found that "krueger (1994) has endorsed the use of very small focus groups, what he terms 'mini-focus groups' (p. 17), which include 3 (Morgan, 1997) or 4 (krueger, 1994) participants, when participants have specialized knowledge and/or experiences to discuss in the group" (p. 3).
Woodford Focus Group participants (n = 23) were drawn from festival goers in 2009. the age range was 18 to 65 with the majority in the 31 to 55 year age bracket. Gender distribution was relatively even (52% female and 48% male). the majority of participants (96%) were campers at the Festival site and hence, this figure may indicate some form of self-selection. Most participants (95%) came from over one hour's drive away with 32% from interstate (new South Wales and tasmania). Most were well educated with 65% having completed a University degree (one had only completed Primary School). A strong "intention to return" was expressed (92%). Similar findings were evident in earlier research (N = 2,522) conducted by the Queens land Folk Federation (QFF, 2008) . the sample was considered to be representative of the festival population and therefore appropriate for data analysis.
the national Country Music focus group participants (n = 5) were drawn from attendees of the 2008 Muster who lived in and around nambour. the age range was 31 to 65 with the majority in the 55 to 65 year age bracket. Gender distribution was relatively evenly split (60% female and 40% male). Again, all participants were campers who were located over 1 hour's drive away (as expected given the method of recruitment). Most were well educated with 60% having completed a University degree and all (100%) having completed secondary schooling. All participants had attended three or more festivals and could therefore be described as "regular attenders." A strong "intention to return" expressed by all participants tended to align with their self selection as members of the focus group. the sample showed a similar profile to that of previous research by the national Country Music Muster in 2008. Although participants were drawn from only one region and were from a slightly older age range to the general festival population (national Country Music Muster, 2008), the sample was deemed to be appropriate for data analysis.
In the focus groups, questions were posed about perceptions of the Festival and how participants related to the event and the place, their festival consumption patterns and their sense of self within the festivalscape. Questions sought viewpoints about the meaning of place within the festival, favourite places, and tangible elements. While questions were deliberately general to maximize the potential range of emerging themes, a probing discussion ensured that rich data was gathered on issues pertaining to the blended festivalscape and ways in which the tbl elements of people, place, and profit could be overlaid to the consumer perspectives of the festivalscape.
Only one participant was a "first-timer" with all others being "repeat customers" who had attended three or more festivals. All participants entered into a lively discussion about their festival experiences and personal perceptions. results of the focus groups and in-depth interviews with festival managers were collated into major themes (Greenbaum, 1998) to report on the dominant findings. key findings from the focus groups and management indepth interviews were drawn together under the three tbl themes of People (social factors), Place (environmental factors), and Profit (economic factors) as they relate to the blended festivalscape and in turn, the sustainable management of the festival.
the results of the study are now discussed. Parthe blenDeD FeStIVAlSCAPe AnD ItS SUStAInAbIlIty 351 ticipants' actual names have been substituted for confidentiality in our reporting.
Findings

Theme 1: People and the Blended Festivalscape
the "people and blended festivalscape" theme aligns with the social aspect of the tbl framework of interest in this study. Findings from the Phase 1 management interviews showed that managers of both festivals were highly focused on their visitors' needs and creating and maintaining a festivalscape aligned with their expectations in terms of comfort, desirability, and authenticity. expectations of authenticity are often realized by the use of staged authenticity (McCannell, 1973) where the actual authenticity of the festivalscape is not as important as the creation of a customized authenticity where staging does not necessarily equate with superficiality in the consumer's mind (Chhabra, healy, & Sills, 2003; Wang, 2007) . In the context of a blended festivalscape, the notion of "authenticity" needs to be viewed through the eyes of the festival-goer, as developed over time, who has the power to accept or reject the legitimacy of the components of the servicescape within its natural setting. Indeed, festival-goers take on a positive role in the creation of a festivalscape that reinforces their self-image. While seeking a genuine, unadulterated, or authentic experience (theobold 1998), they also seek the provision of basic modern services such as toilets and shower blocks. Festival consumers are happy to accept some of the comforts of home in their natural bush setting that do not compromise the perceived authenticity of their experience. Managers within both festivals seek to ensure that incremental improvements are made to the blended festivalscape without endangering the very nature of the "authentic" experience being sought by festival-goers. they perceive themselves as holders of the trust that maintains the festival vision that is largely embodied by their blended festivalscapes. the success of this sustainable management goal was evident in comments made by focus group participants:
It's the situation where people are going to the bush, they can camp with their mates, enjoy one another's company in a relaxed atmosphere. that's been the success of the Muster, even though you can go to any other festivals and see the same lineup of acts. It's just where we hold it that has kept us going for all these years. (FG1, Muster) the creation of something that is familiar, yet still an adventure for attendees, is the key to Woodford Folk Festival where a number of venues and meeting places are adjusted each year. Comments made by festival attendees reflect both the potential impact of these changes and the risk of an overgentrification of the site that could stifle the conditions that bind festival-goers together in a shared experience:
Well, for me, I suppose I know between Woodfords', or between festivals, this site, a lot of the structures that we see here, don't exist. but for this special time every year it's all assembled and it's made into a magical village that's familiar to anyone who's been here more than once. (FG2, Woodford) I think what they've created here-I mean it's been a long time in the making-I don't think it would be easy to create this-It's the whole sense of community that happens here and I think some of the extremes (of weather and subsequent site conditions), although they can drive us all crazyit's what brings people together. (FG3, Woodford) the potential dangers in making incremental changes or over-balancing were also highlighted:
It's gotten very slick . . . getting dangerously close to getting too slick, polished, and professional. (FG1, Woodford) Attendees at both festivals expressed a desire to engage with the natural environment aspects of the blended festivalscape. those attending Woodford focused on the 'spiritual significance of the hills and trees ' (FG2, Woodford) , while those at the Muster concentrated more on the perspective that:
It's got a real country feel to it. And I think part of that is being isolated like it is and everyone wandering around. Of course they're wearing the hats and all the gear. It's got that real country feel to it . . . . it's the bush. (FG1, Muster) keeping the festival aligned with the "bush" was critical to the appeal of the Muster for participants as it captures the essence of the experience being sought. the "bush" is not just the natural environment but about how humans relate and live within it. the "bushy" living off the land is an iconic image of early Australia and is often juxtaposed alongside the "city-dweller" stereotype. the person who loves the country/bush is also seen as someone who, while respecting nature, is willing to shape it to their own needs.
each year when people come to the event, it looks a bit different. So that each venue is done with a specific theme. So that people come year after year, there's something fresh, there's something different that wasn't there last year . . . all those facades in keeping with the bush atmosphere . . . . so it might just be old junk from the dump or whatever that builds those facades up, but plenty of color. It's all a happy atmosphere. (FG1, Muster) At both festivals, camping in the blended festivalscape was seen to be very important to the experience as a whole. At the Muster, this component formed part of the mythology of the "Australian bush" experience, with its well planned adventure aspects, while at Woodford the camping component is embedded more in the traditions of the freedom seeking Woodstock music festival of the 1960s, with its more ad hoc, and sometimes back to nature approach to camping out and collectively engaging in celebration. Contributions of people to the blended festivalscape could also be readily identified in clothing choices of participants with "Asian and 1960s gear" featured at Woodford and a sea of "denim jeans and Akubra hats" adding to the festivalscape at the Muster. As observed by Xie (2003) , "in authenticity is not inherent in the visitor experience but rather is a variable that depends upon the expectations and goals of the visitors" (p. 159).
both festivalscapes allow for self-determination of what parts of the festivalscape the consumers engage with, as exemplified by these two participants:
you'd turn a corner, something different. turn another corner, something different. And that is still here and that is really a great, wonderful thing about it. because if you decide this end is no good, I want to go somewhere else, you can go. (FG4, Woodford) you just go in there and do your thing and go from venue to venue. (FG1, Muster)
Theme 2: Place and the Blended Festivalscape this second theme, "place and blended festivalscapes," aligns with the environmental aspect of the tbl framework. Work on the Woodford site commenced in September 1994. Data gleaned from the in-depth interviews showed that festival organizers have incrementally improved the site each year to cater for increasing audience numbers and to deliver a higher level of festival-goers comfort, introduce environmental initiatives, comply with statutory legislation, and upgrade existing facilities in a financially sustainable way. Woodford set out to implement strategies that involved maintaining existing valuable natural assets and re-establishing ecosystems that had been degraded through years of use of the site as a dairy farm. It has sought to provide a user-friendly place of natural beauty in which festival-goers meet and share the arts, humanities, and folklore.
Our main thing has been to keep improving the infrastructure on the site. not by building more buildings but through basics like the roadways, amenities and toilets, and growing trees so that in heat there's shade. And that makes a huge difference-a tree to sit under or camp under. A massive difference. So that's where we've been putting our investment. (Woodford Management) According to festival managers, each time a decision is made to change the Woodford site and/or establish new infrastructure, a tbl approach is taken to assess its viability and desirability. "Consideration is given to triple bottom line through committee meetings and liaising with the government/community bodies affected by the event" (Muster Management) and at Woodford, specific "environmental, social, and economic" planning and reporting mechanisms are in place. An example of this was seen in 2007 when the need to remove a number of trees to facilitate new camping grounds incorporated careful environmental impact studies to minimize damage to indigenous plants and wildlife through a replanting project that produced a net environmental benefit for the site. the reasoning behind this initiative was fully explained at a "public forum" at the next festival to ensure ongoing stakeholder support.
the Muster site at Amamoor (a short distance from the closest regional town of Gympie) is owned the blenDeD FeStIVAlSCAPe AnD ItS SUStAInAbIlIty 353 by the Queensland Forestry Department. An arrangement has been made so that this State land can be used for the Muster. Work on the site commenced in September 1985 with car parking, planned camping facilities, showers and toilets, and a central entertainment precinct being established to form the built festivalscape. the natural festivalscape takes visitors over streams and through rolling hills to a "bush camping" environment.
As the festival does not own the site any major changes must be approved by the government owners and are subject to strict environmental guidelines. Incremental improvements to the built environment, for example parking, have sought to create a more pleasant experience for the festivalgoers each year.
People come year after year, there's something fresh, there's something different that wasn't there last year. even though it might be the same marquee, it's got a different façade on the front or it might be the same façade for a couple of years, but the one beside it might be different. Or we might change that venue from doing that, to doing something else. And it's just-I think façade is the right word-but the actual foyer will change. (Muster Management) the Muster has also invested significantly in camping facilities to balance the needs of a more comfort oriented visitor with the "bush" rustic charm of the setting. A stated aim is to "maintain the national park (Muster site) as a natural environment with as few societal changes as possible." In this regard, festival-goers form an active part of the servicescape design with the establishment of a strong tradition of "dressing" individual campsites, sometimes to a very elaborate degree.
love the camping site. even if you're camped there with 60,000 of your closest friends, it still feels like a day in the bush. you can sit there and listen to the birds. And since I had my motorbike accident I can't do day and night, so I usually hang around the camp during the day and then I'll do the night. And yeah, it's really peaceful. (FG1, Muster) to some extent the phenomenon can be seen as being similar to that of Christmas Street lights where neighborhood houses all participate and the pressure builds to be more creative each year. As pressure mounts on space the issue of the number of camping sites and their size is going to become more problematic in designing the site. As a management representative of Muster management acknowledged:
We're really running out of area for people to camp-whether it be one night or two nights. So we've got to become . . . a lot more efficient in he use of our land for camping. Where we've been fairly generous with people camping, I think we've got to be probably a little bit more regimented in the future. It's a hard balancing act between being regimented and leaving the atmosphere as you want it.
the Woodford commitment to enhance the festival "place" entails active intervention in the environment of the site rather than just passive caring towards what is present. this involves visible "front stage" interventions such as the planting of 80,000 trees to provide shade and atmosphere while reestablishing natural ecosystems, as well as "back stage" interventions of recycling and other sustainable practices.
the ability to sculpt the festivalscape to achieve tbl outcomes is a key advantage that Woodford Folk Festival has in addressing the future development of their site. roads are changed and venues altered and relocated each year with both reactive and proactive strategies used to create a sense of communities where practicality meets fantasy in a hedonistic service setting. A Woodford management representative stated that:
it's the festival atmosphere that stands out as the reason why people are motivated to attend . . . we want Woodford to be a community, not an institution.
Findings from the focus group participants suggest that the sustainability strategies of restoring, enhancing, and sculpting the natural environment are being well received by consumers.
I don't find the impact of the structure of the festival to be that really out of place . . . it seems to fit into the environment reasonably well. (FG4, Woodford) Woodford management is strongly aware of the environmental commitment of their loyal support base and the need to maintain communications with them on issues that may impact on the natural environment of the site. they actively communicate their strategies for meeting the environmental challenges on the festival site by minimizing negative impacts of activities such as rubbish disposal and the proactive affirmation of the environment through initiatives such as their annual tree planting weekend "the Planting." the active demonstration of management's commitment to the environment that goes beyond the regulatory necessities enhances the brand reputation of this festival and consumer loyalty.
being located in a state forest means that the national Country Music Muster is limited in its ability to sculpt its natural environment outside of the footprint sanctioned by the State Government. In many ways this limitation of freedom enhances the "authenticity" of the festivalscape in the eyes of the target market:
everyone takes the Mickey out of the bush you know. but being out in the bush is just so, so relaxing. (FG1 male, Muster).
I think it is that switch-off too. like, when you get there, like you say it's separate from the town, that's . . . . you don't have to think about it. Whatever you do, you don't have to think about it because you've actually crossed that line. you've left the town. (FG1 female, Muster) I actually love that you get both sides of it. you get that real kick-back-but phones do work out there these days because they've got the antennae up. but sometimes once you're out there, there's no phones, you don't have to be responding. but then on the other hand you've got that whole carnival kind of thing. (FG1 female, Muster) the importance of the synergy created by the Muster blended festivalscape was best summed up by its management:
In our surveys-there is one word that always comes up top on there-and that is the atmosphere. It's not leigh kernigan, it's not John Williamson and whatever. And I think it comes back to atmosphere. We had a huge debate when we decided to go away from the Webb brothers property at Widgee, which was on a big cattle station, and go to the state forest. there was a whole division saying "it won't work, cos you're going from where it started to this whole new site." none of us were einstein's, but it doubled in size in the next year when we changed. I'm still convinced that it would never have worked if we went to the local showgrounds.
the blended festivalscape is critical to the atmospherics of the Muster and the balance between the built and natural environment, man and the bush, plays a pivotal role in the attractiveness of the event and its corresponding financial success.
It's the situation where people are going to the bush, they can camp with their mates, enjoy one another's company in a relaxed atmosphere. that's been the success of the Muster, even though you can go to any other festivals and see the same lineup of acts. (Muster Management) Investment in infrastructure that is sympathetic to the natural environment, and its government owners, has ensured its sustainability over an extended period of time, some 25 years, while many other festivals have failed. A primary objective of the Muster management, both by choice and regulatory necessity, has been to minimize the inevitable negative impacts on the environment caused by the usage of the site each year. these impacts include such considerations as damage to flora and fauna, water and land contamination, and the like (Jones, 2010) . the planning of the Muster blended festivalscape clearly demonstrates a practical approach to use of the tbl framework that is aimed at ensuring a sustainable future for this event.
Theme 3: Profit and the Blended Festivalscape theme 3 examines profit and the blended festivalscape and aligns with the economic aspect of the tbl framework. the commercial aspects of the blended festivalscapes were widely recognized as necessities by most focus group participants.
you know, part of the appeal for me it's all the local little schools that have their food stalls and their ice sellers-I love that-I would never want that to change. (FG1, Muster).
when you think about the value of the ticket, your camping grounds-your entertainment-it's cheap. (FG3, Woodford).
While they enjoyed the natural settings, participants also appreciated the costs involved in the the blenDeD FeStIVAlSCAPe AnD ItS SUStAInAbIlIty 355 staging of events and providing essential services. While some expressed concern about rising ticket prices (particularly those at the Muster), the majority recognized the value for money aspects of the festivalscape. Managers at both festivals acknowledged the importance of retaining a blended service escape (natural and built) that meets the expectations of their customers if they are to continue to operate profitably.
Discussion
Petrick and lee (2006) note that the past few decades have established festivals and events as one of the fastest growing sectors in the world leisure industry. A growing market is therefore likely for regional festivals which succeed in delivering desirable hedonic experiences (Gelder & robinson, 2009; hightower et al., 2002; Joseph-Mathews, bonn, & Snepenger, 2009; Moscardo, 2008; richards & Wilson, 2006) . this research recognizes the growing importance of nonurban festivals in a tourism context and the absence of research into the understanding of blended festivalscapes It further recognizes the potential for utilizing tbl as a planning framework to achieve positive results for both festival managers and consumers without compromising wider community expectations about preserving the natural environment.
Blended Festivalscapes
there was an overwhelming awareness among all research participants, both festival consumers and managers from the two festivals, that a key ingredient in the successful staging of the event was the maintenance of balance within the blended festivalscape. As the ocean did in kwortnik's (2008) study of cruise ships, the natural contours of the land, the bush, the smell, and scents of the natural environment blend with the man-made and social constructs to form these two blended festivalscapes. the findings show that the sustainability of festivals is intrinsically linked to the incorporation of all three tbl areas in planning a blended festivalscape, these being people, place, and profit dimensions. the balancing of these dimensions will always be contentious as different agendas and interpretations are brought into play by the various stakeholders. here, a closer examination of tools and further refinements to the sustainability management practices of festival organizers may be desirable to respond to consumer perspectives about the blended festivalscape.
People
Festivalscapes provide meeting places for hedonic service encounters (hightower et al., 2002; Quinn, 2005) . Festival management decisions surrounding the development of the festivalscapes were shown in this article to be acutely attuned to people elements in planning the respective sites. In simplest terms they could be termed as "customer focused," but the relationship goes beyond this and is reliant on a bond or trust that is formed between the management, the festival consumers, the entertainers, and other service personnel. this bond, or sense of communitas, means that not only do festival consumers perceive themselves as an audience but also actors on the same stage where they seek an authentic expression of self (Wang, 1999) through the event. In constructing their festivalscapes, both management teams were clearly focused on satisfying the needs of festival-goers with facilities and services that enhance the festival experience, but still provide environmentally and economically sustainable outcomes. Focus group participants from both festivals strongly expressed their need to enhance the feeling of community in planning the blended festivalscape.
Place the importance of place could be seen from a number of perspectives. While both festivals demonstrated their ability to move to another geographic location, consumer expectations of proximity to market, aesthetics, and cultural congruence (e.g., engagement with "the bush" (Arnould, Price, & tierney, 1998) were key place components. Place was also seen as blending the natural, man-made, and social environments.
Finally, place was seen as a staged setting providing basic services, established traditions such as venues and camping grounds and providing new adventures. Managers of both festivals recognized the need for incremental improvements to facilities, services, and aesthetics without compromising the festival's perceived authenticity among consumers (Joseph-Mathews et al., 2009; Petrick & li, 2006) . the stability of both festivals, both in excess of 20 years, demonstrates that their incremental approach to site development has been successful from both financial and stakeholder dimensions (Getz, 2009) .
Profit
Managers within both festivals were careful to focus on the financial stability of their events. Woodford, who owns their site, has concentrated on continuing to develop the festivalscape infrastructure in a manner that provides for good environmental and social outcomes, while at the same time producing long-term financial benefits/savings (e.g., their move to on-site sewerage treatment works). Conversely, the Muster, which does not own the site, does not actively seek to return profits into site infrastructure but rather seeks to enhance the temporary atmospherics of the festivalscape and distribute its profits to charities. both festival management teams have clearly identified their return on investment based on a not-for-profit charter, rather than a shareholder profit model (Getz, 2007) . Festival consumers interviewed, while not always happy about the cost of attending, uniformly recognized the value for money proposition of the festivals. One reason for their willingness to pay the admission price was their wish to contribute to the cause of their festival.
TBL Framework
the application of theory to the two case studies examined, Woodford Folk Festival and the national Country Music Muster, demonstrates that triple bottom line theory (elkington, 1997; Fredline et al., 2005; Getz, 2009; hede, 2008) may offer a viable framework for the planning blended festivalscapes.
While there were differing interpretations of tbl principles across the managers of the two festivals depending on their ownership of the site or physical festivalscape, both recognized the importance of integrating a more holistic concept or a blended festivalscape into their planning and reporting activities. the focus group participants from both festivals recognized the relevance of tbl, even though they did not use this terminology in communicating their thoughts and ideas about the blended festivalscape.
Conclusion this article has reported on an initial exploration that is a preliminary step towards the creation of a tbl planning and evaluation model in the context of blended festivalscapes. limitations of the work are its confinement to two Australian case studies, the Woodford Folk Festival and the national Country Music Festival, and relatively small samples of participants. Multiple case studies and larger samples that include a wider range of festivals could further inform the body of knowledge about festivalscapes and related sustainability planning.
Place was seen in both case studies, and by all participants, as a blending of the natural, man-made, and social environments: what we have termed the blended festivalscape. Accordingly, our constructed definition of the blended festivalscape arising from the study is: a place in which all experienced elements of the festivalscape sit collectively and comfortably with each other and recognize each other's relevance and importance. this aligns with Clarke and Schmidt's (1995) concept of a "symbiotic relationship."
Observations from this research have demonstrated that the tbl framework can serve as a lens through which the elements of the blended festivalscape can be individually and holistically investigated among stakeholders (hede, 2008) to ascertain how to maximize benefits and minimize negative impacts. the findings of this study support the position of Cherubini and lasevoli (2006) that "the 'See' (tbl) methodology can be used before or after the event in order to develop a real knowledge event management able to assist the decision maker in his evaluations process" (p. 14). the major challenge for future researchers in this area will be to move beyond the theoretical concept of a blended festivalscape to develop and refine practical planning and evaluation methodologies to optimize its sustainability. the authors plan to reflect further on the findings of this study in reporting on a more extensive study of blended festivalscapes to inform and assist event organisers. 
